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ABSTRACT 
 
While the development of a partner orientation is critical for the achievement of strategic 
organizational objectives, little is known about the components of such an orientation and how 
they impact on partner satisfaction in service operations contexts.  The objective of this study is to 
establish the antecedents of partner satisfaction in a complex service operations context. The 
achievement of partner satisfaction can be seen as being particularly important, as it forms the 
basis for partners’ willingness to remain in a partnership. This is crucial in public sector contexts 
in which partnership work is usually concerned with the achievement of long-term strategic 
objectives. 
 
This study contributes to the wider stakeholder literature and provides managerial implications 
for public administration. 
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1. INTRODUCTION 
 
anaging relationships with different stakeholder groups is considered important for sustainable 
organizational success (Ferrell et al., 2010). To date, the majority of studies in this area have 
typically focused on customers, competitors, employees and shareholders as organizational key 
stakeholders. However, there is some concern that true stakeholder orientation should incorporate a wider range of 
groups that have an impact on the organization, or that are impacted by the organization (Ferrell and Ferrell, 2008).  
 
This study contributes to the extant literature by researching how service operations can develop and 
manage a partner orientation as part of their stakeholder orientation. In line with relationship orientation literature 
(Grönroos, 1989), such orientation should be positively related to partner satisfaction, a pre-requisite for long-term, 
positive, and mutually beneficial organizational relationships with partners.  
 
We are thus particularly interested in how the different components of partner orientation can lead to 
partner satisfaction and how organizations can effectively develop and manage relationships with partners.  
 
The study has been carried out in a complex business-to-business service operations context, a UK-based 
economic development agency. The research setting is particularly interesting from an academic as well as practical 
perspective: While a good amount of stakeholder management research has been conducted in private business-to-
customer service operations, less is known about how concepts such as partner orientation and satisfaction may 
apply to long-lasting business-to-business service contexts, such as public and not-for-profit organizations (Olson et 
al., 2005).  
 
However, as such contexts are particularly complex, due to the wide range of stakeholder groups and 
agendas such operations hold, it is important to understand in more detail how they can manage the relationships 
with their partners in more effective ways. This has become the case even more so in recent times, due to an increase 
in pressure of delivering more and better services to the public as well as dramatic funding cuts, public service 
entities are increasingly entering partnerships with a wide range of organizations (Buttimer, 2006; Hayes, 2002). 
M 
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Thus, the maintenance of successful relations with partners is crucial in public service operations contexts in order 
to guarantee the best value services for citizens in a sustainable manner (Maddock, 2002; Micheli et al., 2005). As 
such, the objective of this study is to establish the antecedents of partner satisfaction in a complex service operations 
context.  
 
The following section provides an overview of the extant literature and outlines the development of 
hypotheses. This is followed by a description of the deployed research methodology. Key findings and managerial 
implications are discussed. Finally, the limitations of this study are highlighted and avenues for future research are 
outlined.  
 
2. LITERATURE REVIEW AND DEVELOPMENT OF HYPOTHESES  
 
2.1. The Importance Of Stakeholder Orientation 
 
There is increasing evidence that general stakeholder orientation impacts organizational performance 
positively (e.g., Ferrell et al., 2010). As suggested by Freeman (1984), stakeholder theory posits a relational model 
of organizational behavior. Stakeholders are defined as individuals or groups that can impact the organization or that 
can be impacted by the organization (Freeman, 1984). Thus, the organization has to take the interests of these 
individuals and groups into account and create a relationship that is of value for both parties.  
 
This notion is in line with neo-institutional theory, which suggests that organizations are part of networks 
with interrelated economic and institutional processes. Over the past three decades, this perspective has gained 
increasing attention in organizational research (Mizruchi and Fein, 1999). Neo-institutionalism is based on the 
notion that in order to survive by extracting resources from their environment, it is crucial for organizations to 
convince important the public that they are legitimate entities worthy of support (DiMaggio and Powell, 1983). 
Therefore, organizations concerned with their survival take on structures and adopt practices that are socially 
accepted in order to establish their legitimacy (Deephouse, 1996). Thus, a positive stakeholder orientation can help 
organizations earn acceptance amongst important stakeholder groups, gain increased support and ultimately valuable 
resources.  
 
These, particularly in public sector contexts, do not need to be of monetary value, but could come in any 
other form such as positive contributions to organizational objectives through successful collaboration, know-how, 
interconnectedness or political influence.  
 
2.2 Partner Orientation As A Part Of Organizational Stakeholder Orientation 
 
The general recognition that stakeholder orientation is an important part of organizational strategy has 
attracted wide research attention. Previous studies have focused on the exploration of the orientation of 
organizations towards their customers, competitors, employees and shareholders (e.g., Kohli and Jaworski, 1990). 
However, organizational partners, though strategically important stakeholders, have widely been neglected in the 
literature.  
 
It is for this reason that this study examines partner orientation as a part of wider organizational stakeholder 
orientation in more detail. In line with broader stakeholder theory, partner orientation can be defined as an 
organization’s orientation towards the development and maintenance of relationships with partners that results in 
mutual exchange and fulfillment of promises (Ferrell et al., 2010; Harker, 1999).  
 
The literature on strategic alliances suggests that complementarity of partners is crucial, including a strong 
vision to work towards one unified objective and resource fit (Luo, 2002). 
 
On the basis of these observations, we define partners as individuals or organizations which enter into 
relationships with common objectives in order to create outcomes that are of mutual value. This is congruent with 
the public sector literature suggesting that value management, the division of responsibilities as well as the sharing 
of common goals are important pillars in public sector partnerships (Buttimer, 2006).  
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However, despite these insights, there is little empirical knowledge about how partnerships can be managed 
in a manner that it leads to partner satisfaction.  
 
This is important to understand, though, considering that the emphasis in partnership work is in the mainly 
on the achievement of strategic long-term goals, and satisfaction is recognized as an enabler for sustainable 
relationships (Grönroos, 1989). We have thus carried out empirical testing on how the different components of 
partnership orientation lead to partner satisfaction. Our conceptual model and the related hypotheses are presented in 
the next section. 
 
2.3 The Antecedents Of Partner Satisfaction – The Partner Value Chain 
 
Whilst the wider stakeholder and partner literature provide little insight into how partner satisfaction can be 
achieved, the concept of relationship orientation gives some indications. In general, relationship orientation is 
concerned with the development of mutually beneficial, long-term interactions between two parties (Panayides, 
2007; Sin et al., 2005), such as organizational partners, which should positively impact value perceptions (Morgan 
and Hunt, 1994; Sin et al., 2005).  
 
Further on, we present the Partner Value Chain. 
 
2.3.1 Complementarity Of Partners  
 
The similarity and fit between partners has attracted great attention in the literature on strategic alliances 
(Beckman et al., 2004). There is evidence that if partners possess and work towards the development of 
complementary goals, skills and resources, coordination and collaboration become more seamless and thus increase 
partner attractiveness (Harrison et al., 2001).  
 
According to Chung et al. (2000), “the choice of partners is heavily influenced by considerations related to 
the resource complementarity of partners”. 
 
Therefore, complementarity is argued to be a fundamental requirement for any type of partnership work 
(Shah and Swaminathan, 2008). Particularly in complex operational contexts where outcome predictability is low, 
perceptions of partner complementarity may be a crucial enabler to initiate collaboration in the first place, as it 
increases the willingness for mutual exchange and can provide a basis for collaboration with integrity (Shapiro and 
Brett, 2005). 
 
2.3.2 Exchange Between Partners 
 
Organizations that put an emphasis on proactive and meaningful exchange are more likely to learn about 
their partners (Nonaka, 1994). 
 
As suggested by Eweje and Palakshappa (2011) “collaborations offer a form of engagement that can utilize 
the strengths of both partners to produce gains of value to many stakeholders”. 
 
If exchange is taken seriously, the organization and its partners can arrive at shared interpretations about 
crucial collaborative aspects and thus enhance the mutual understanding of the needs and objectives of both sides 
(Sin et al., 2005).  
 
The establishment of congruent understanding between partners can enhance the attachment towards the 
relationship (Luo, 2007). As such, exchanges can pave the way for long-term relationships and effective, 
collaborative partnership work. 
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2.3.3 Perception Of Integrity 
 
Integrity is “quite possibly the most commonly cited morally desirable trait” (Audi and Murphy, 2006, p. 
3). There are companies which consider that integrity is likened to quality or wholeness or highest standards of 
ethics or our commitments (Audi and Murphy, 2006).  
 
According to Tullberg (2012, p. 91) “an agent has integrity if harboring positions of consistency and 
durability manifested in a correspondence between authentic values, espoused values, and behavior, also persisting 
in adverse situations”.  
 
Perceptions of a partner’s integrity enhance feelings of confidence or trust in a relationship. This may be 
particularly important in complex partnership settings in which work processes as well as concrete outcomes are 
difficult to foresee. As such, integrity may reduce perceptions of uncertainty (Beckman et al., 2004). Therefore, if 
consistent patterns of decision-making in a partnership are established and the partner is seen as having integrity, 
less effort needs to be put in safeguarding from potential opportunistic behavior (Shapiro and Brett, 2005; 
Williamson, 1975). Instead, more resources can be put into the actual collaboration. Therefore, partner integrity may 
also act as an important antecedent of partnership effectiveness. 
 
2.3.4 Partnership Effectiveness 
 
In partnership work, it is important to recognize what is perceived as effectiveness. 
 
In the main cases the operations literature discusses effectiveness where it is linked to performance, 
suggesting that for example, effective operations create superior offerings, which in turn is related to economic 
returns, such as market share and profitability (Panayides, 2007).  
 
However, in partnership work perceptions of what effectiveness may mean could differ according to the 
circumstances.  
 
An important thing that needs to be considered is the idea that effectiveness between partners can be seen 
as the achievement of commonly agreed roles. It is through the effectiveness of interrelated and integrated actions 
that value can be achieved (Panayides, 2007). 
 
2.3.5 Partnership Value 
 
Perceived value is seen as an important antecedent of satisfaction (Heskett et al., 2008). The value concept 
has been widely researched in business to consumer contexts in which often the distinction is made between 
monetary (i.e. the quality of a product in relation to its price) and non-monetary (i.e. the prestige of a brand or 
convenience of a service) value terms (Zeithaml, 1988). Less is known about how value can be defined in business 
to business relationships, such as partner collaboration.  
 
In the strategic alliance literature it is suggested that it is the ultimate financial pay-off that may determine 
partnership value (Hitt et al., 2000). However, with increased contextual complexity the final financial impact for 
each partner is difficult to foresee. Moreover, in many partnerships non-monetary aspects may contribute to value 
perceptions as well, such as advice and support provided. From a monetary perspective, the potential outcome may 
also be balanced against the costs associated with a transaction. Therefore, the trade-off between input and output 
can also play an important role. As such, the concept of value for money may contribute to perceptions of 
partnership value.   
 
2.3.6 Partner Satisfaction 
 
The concept has gained great importance in the relationship management as well as services literature over 
the last two decades (Parasuraman et al., 1985). In essence, satisfaction is an attitude which is formed through 
experiences over time (Anderson et al. 1994).  
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There is evidence that value perceptions have a direct impact on overall satisfaction levels (Heskett et al. 
2008). Just like with value, the construct has been widely researched in business to consumer contexts.  
 
In the B2B context, satisfaction is often defined as a positive affective state resulting from the appraisal of 
all aspects of a firm’s working relationship with another firm (Geyskens et al. 1999; Lam et al. 2004). According to 
Tikkanen et al. (2000, p. 374) “high customer satisfaction often also creates bonding and commitment between 
interacting parties”.  
 
Fewer studies have considered the concept in other types of relationships the firm may have, such as 
partner satisfaction.  
 
To conclude, we suggest that partner complementarity lays the foundations for mutual exchange between 
the former as well as perceptions of integrity in a partnership (Buttimer, 2006; Luo, 2002).  
 
We propose that both these concepts are antecedents of partnership effectiveness (Ferrell et al., 2010; 
Morgan and Hunt, 1994).  
 
Effectiveness in partnership work is an antecedent for the value (Buttimer, 2006; Ferrell et al., 2010). In the 
end, according to the relationship management literature, value should impact positively on partner satisfaction 
(Grönroos, 1989; Harker, 1999). 
 
In line with the above we propose the following hypotheses: 
 
H1:  The complementarity of partners positively impacts exchange between partners. 
 
H2:  The complementarity of partners positively impacts perceptions of partner integrity. 
 
H3:  Exchange between partners positively impacts partnership effectiveness. 
 
H4:  Perceptions of integrity positively impact partnership effectiveness.  
 
H5:  Partnership effectiveness positively impacts perceptions of partnership value. 
 
H6:  Partnership value positively impacts partner satisfaction. 
 
Figure 1 shows our conceptual framework. In essence, the model depicts a partner value chain, looking at 
how value is established in a partner relationship and how this impacts partner satisfaction. 
 
 
Figure 1. Conceptual Model - The Partner-Value Chain 
 
3. Research Methodology 
 
As the development of partner orientation is domain and context specific (Pillai and Goldsmith, 2006), it 
was decided to focus on one single case organization. The organization, a UK-based economic development agency, 
was chosen on the basis of two specific criteria that made it critical (Yin, 2003) for the investigation of the research 
objective of this study:  
Complementarity 
Exchange 
Integrity 
Effectiveness Value Satisfaction 
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1) The organization provides complex, knowledge-intense business-to-business services that have to be 
tailored to customers’ needs, such as start-up business advice or consultancy and support for expanding 
businesses, as well as individual skill development. As such, the organization has to deal with a wide range 
of different partners, making investigation particularly interesting. Examples of partner organizations 
mentioned by organizational representatives were trade unions, industry bodies, higher education 
institutions and local authorities. 
2) The development of good relationships with partners is crucial for the organization’s performance. Such 
performance, in this case, is not assessed by measures such as profitability, but the achievement of strategic 
economic development objectives.  
 
These are critical as they provide the organization with legitimacy in the eyes of resource (e.g. financial or 
political support) providing entities.  
 
While there is a desire to work with partners in order to contribute positively to the economy and wider 
society, it also emerged that motivations to do so were highly politicized. Due to the organizational environment of 
the agency, the boundaries between an instrumental and intrinsic commitment approach to partner orientation 
(Berman et al., 1999) are blurred. 
 
In order to assess our hypotheses we used a 20-item questionnaire (see Appendix).  
 
All the items are scaled from 1 to 5. Value 1 expresses strongly disagree while value 5 expresses strongly 
agree. 
 
The constructs were adapted from the extant literature (Hitt et al., 2000; Luo, 2007; Mittal and Kamakura, 
2001; Panayides, 2007; Shah and Swaminathan, 2008; Shapiro and Brett, 2005; Sin et al., 2005).  
 
The questionnaire was sent out to the 264 partner organizations (sampling frame) that were in the 
organization’s database. On-hundred eleven partners replied, equating a response rate of 42%.  
 
The simple size is in line with studies in BtoB context (Ordanini and Rubera, 2008; Camisón and Villar 
López, 2010; Vanpoucke and Vereecke, 2010).  
 
4. FINDINGS 
 
To estimate the model depicted in figure 1 we use the Partial Least Squares (PLS) approach (Wold, 1966; 
Chin, 1998a, b; Tenenhaus et al. 2005) with XLSTAT software.  
 
We chose PLS approach because it has several advantages over the LISREL (LInear Structural 
RELationships) approach, particularly important for our study: 
 
 The PLS approach can provide unbiased estimates with small sample size (Vilares et al., 2007), 
 PLS is a distribution-free approach (Chin and Newstead, 1999). 
 
The data are analyzed in two sequential stages. First, we tested the measurement model by performing 
individual item reliability, construct reliability and unidimensionality, convergent and discriminant validity 
(Bagozzi, 1981; Camisón and Villar López, 2010).  
Second, we tested the structural model by estimating the path coefficients between the constructs and the R
2
 for the 
endogenous variables. 
 
4.1. Measurement Model 
 
The relationships between the measures and their latent variables are assumed to be reflective here (Jarvis 
et al., 2003). 
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4.1.1 Individual Item Reliability  
 
To guarantee this criterion, we used factor loadings. The recommended values for this indicator should be 
above 0.7 (Carmines and Zeller, 1979).  
 
The following table shows that all factor loadings are higher than 0.7, except one item: Sat- favorability. 
According to Chin (1998b), for the exploratory scales or when it is applied in different contexts, the values between 
0.5 – 0.6 can be accepted.  
 
Table 1. Factor Loadings 
Latent variable Loadings 
Complementarity 
 C-actively listens 0.860 
C-recognizes skills 0.864 
C-strong personal contact 0.878 
C-effective relationship 0.804 
Exchange 
 Ex-shares info 0.867 
Ex-communicates 0.857 
Ex-offers ideas 0.831 
Integrity 
 In-honest 0.755 
In-consistent policy 0.785 
in-sets objectives 0.853 
In-sets outcomes 0.917 
In-sets roles 0.861 
Effectiveness 
 Ef-plays active role 0.747 
Ef-positively contributes 0,871 
Ef-delivers its strategy 0.844 
Value 
 V-added value 0.845 
V-VFM 0.853 
V-relevant knowledge 0.760 
Satisfaction 
 Sat-overall sat 0.953 
Sat- favorability 0.690 
 
4.1.2 Construct Reliability And Unidimensionality  
 
The construct reliability analysis used Dillon-Goldstein’s ρ to establish the reliability of each construct. 
Table 2 shows that all ρ values satisfy the reliability analysis: ρ > 0.7 (Tenenhaus et al. 2005) and all constructs are 
uni-dimensional.  
 
Table 2. Reliability And Unidimensionality 
Latent Variable (LV) Dillon-Goldstein’s ρ First Eigenvalue Second Eigenvalue 
Complementarity 0.914 2.903 0.472 
Exchange 0.888 2.179 0.477 
Integrity 0.920 3.497 0.633 
Effectiveness 0.863 2.032 0.579 
Value 0.861 2.022 0.627 
Satisfaction 0.837 1.439 0.561 
 
Convergent validity is checked using Average Variance Extracted (AVE) (Fornell and Larcker, 1981; Chin, 
1998b). According to Chin (1998b), constructs with AVE  0.50 are said to exhibit convergent validity (see also 
Fornell and Larcker, 1981). Table 3 indicates that all AVE exceed 0.50, confirming that all constructs demonstrate 
satisfactory convergent validity. 
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Table 3. Average Variances Extracted 
Latent Variable Average Variances Extracted (AVE) 
Complementarity 0.726 
Exchange 0.726 
Integrity 0.699 
Effectiveness 0.677 
Value 0.673 
Satisfaction 0.692 
 
Discriminant validity is determined from the latent variable correlation matrix. The following table presents 
the correlations between the latent variables in the lower left, off-diagonal elements of the matrix, and the square 
root of the AVE. Discriminant validity is satisfactory if the diagonal values are larger than off-diagonal values 
(Fornell and Larker, 1981). Table 4 shows that this condition has been satisfied. 
 
Table 4. The Latent Variable Correlation Matrix With Square Root Of AVE On The Diagonal 
  Complementarity Exchange Integrity Effectiveness Value Satisfaction 
Complementarity 0.852 0.781 0.765 0.550 0.690 0.680 
Exchange 
 
0.852 0.735 0.535 0.591 0.499 
Integrity 
  
0.836 0.699 0.716 0.593 
Effectiveness 
   
0.823 0.702 0.547 
Value 
    
0.820 0.623 
Satisfaction 
     
0.832 
 
4.2.  Structural Model 
 
The main PLS results for this analysis are the follows: 
 
Path coefficients and their statistical significance. Because PLS is a distribution-free approach, we used the 
bootstrapping resampling technique to determine the significance of the path coefficients. As recommended by Chin 
(1998b), 500 samples were used in performing the bootstrap.  
 
The results reported in the Table 5 reveal that all our hypotheses are supported (p-value = 0) at the 5% 
level, except H3 (exchange between partners positively impact partnership effectiveness). 
 
R
2
 values. As we can see in Table 5 all R
2
 > 0.38, suggesting a very satisfactory predictive power (Falk and 
Miller, 1992).  
 
The results indicate that the overall model fit, estimated using the Goodness of Fit (GoF) index is 
satisfactory: GoF = 0.600, which is superior to the recommended level of 0.5 (Tenenhaus et al. 2005). 
 
Table 5. Results Of Structural Model 
Dependent 
Variable 
R2 (%) 
Explanatory 
Variable 
Contribution 
to R² (%) 
Path coefficient Student’s t p-val 
Exchange  0.611 Complementarity 100 0.781 13.077 0.000 
Integrity  0.586 Complementarity 100 0.765 12.419 0.000 
Effectiveness  0.490 
Exchange 4.904 0.045 0.443 0.659 
Integrity 95.096 0.666 6.570 0.000 
Value  0.493 Effectiveness 100 0.702 10.291 0.000 
Satisfaction 0.388 Value 100 0.623 8.309 0.000 
 
5. DISCUSSION 
 
Not-for-profit organizations have become major elements within the economies of countries throughout the 
world (Olson et al. 2005). According to Andrews and Entwistle (2010, p. 679) “public services are increasingly 
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characterized by hybrid forms of organization variously described as partnerships, collaborations, networks, or 
alliances” (see also Gulati et al. 2000). 
 
The purpose of this research is to investigate in a complex public sector context what components form a 
part of partner orientation and how they lead to partner satisfaction.  
 
The results of this study are as follows. 
 
Complementarity of partners has a major effect on both exchange between partners and perception of 
integrity.  
 
As suggested by Andrews and Entwistle (2010, p. 680 ) “the turn to partnership in the public sector is 
often explained by the drive to maximize the return from scarce resources”. In this context complementarity of 
partners is important because when partners have complementary skills and resources, exchange between them and 
their integrity are facilitated.  
 
Therefore, to improve exchange between partners and their integrity, managers should pay greater attention 
to complementarity of partners.  
 
It was hypothesized that the exchange between partners and perception of integrity would have a positive 
impact on the partnership effectiveness (H3 and H4).  
 
Unexpectedly, our results indicate that the H3 is not supported (path coefficient = 0.045 and p-
value=0.659). 
 
This is surprising, because, “partners should work together in a collaborative manner, with a willingness 
to share and receive information and improve efficiency and effectiveness” Panayides (2007). 
 
The findings indicate that integrity is particularly important for partner effectiveness (contribution to R
2
 of 
partnership effectiveness: 95%).  
 
From a managerial point of view, it is essential to understand the determinants of effectiveness, “because 
organizational perceptions will determine their willingness to enter and invest in such relationships” (Chen and 
Graddy, 2010). 
 
Thus, to improve partnership effectiveness, managers must reinforce a culture of integrity by clarifying and 
combining it with other valuable elements, such as transparency in communication and action. 
 
Partnership effectiveness is considered as an essential means to generate value for partners. Our results 
show that partnership effectiveness has a positive impact on partnership value (path coefficient = 0.702, p-value= 
0.000). From a managerial perspective this is important because an effective partnership is efficient in both 
economic and technical aspects and creates value for stakeholders.  
 
Our study stresses the importance of partnership value in the formation of partner satisfaction (path 
coefficient= 0.623, p-value=0.000). As highlighted by Lepak et al. (2007), “it essential to understand not only how 
value is created, but also the consequences of value creation”.  
 
Further, partnership value explains ≈ 39% of the variance of the partner satisfaction. Therefore, this result 
suggests that by creating superior partnership value firms can improve partner satisfaction and then competitive 
advantage.  
 
From a relationship orientation perspective (Grönroos, 1989; Harker, 1999) the achievement of partner 
satisfaction can be seen as being particularly important, as it forms the basis for partners’ willingness to remain in a 
partnership. This is crucial in public sector contexts in which partnership work is usually concerned with the 
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achievement of long-term strategic objectives. Moreover, it is also likely that partner satisfaction enhances the 
legitimacy of the organization, as it enhances the organization’s profile and acceptance amongst a wider audience. 
Therefore, in line with institutional theory, the organization should be in a better position to extract resources from 
its environment more easily (Deephouse, 1996), particularly important in the face of public austerity measures in 
times of economic crises. 
 
6. CONCLUSIONS  
 
As outlined above, an orientation towards different stakeholder groups has gained considerable interest in 
the marketing management literature over the last three decades, as there is some evidence that it may contribute to 
long-term organizational success (Ferrell et al., 2010). Stakeholder orientation can thus be seen as a contributor to 
the achievement of strategic organizational objectives. While the majority of studies have focused on the orientation 
towards stakeholder groups such as customers, competitors, employees and shareholders (e.g., Kohli and Jaworski, 
1990), in the literature organizational partners have been widely neglected.  
 
However, the strategic alliance literature clearly highlights the importance of effective selection and 
collaboration with partners in order to attain a positive impact on organizational performance in the long run (Luo, 
2002). For this reason our study focused on what components form a part of partner orientation in a complex public 
sector context and how they lead to partner satisfaction. As public sector institutions are increasingly dependent on 
partnership work with other public as well as private organizations (Buttimer, 2006; Hayes, 2002), our study is of 
particular interest to public administration.  
 
Our findings reveal five main components that define partner orientation:  
 
 Complementarity – meaning mutual goal alignment through recognition of others, active listening, strong 
personal contact and effective in relationship work; 
 Exchange between partners – which relates to effective communication, ideas to partners, information 
sharing;  
 Integrity – in terms of honesty, consistency, objectives and respect; 
 Partnership Effectiveness – in terms of active policy development, positive contribution to partner 
objectives and strategies;  
 Partnership Value – in relation to employees’ relevant knowledge, added value services, as well as value 
for money. 
 
These results provide an important insight into how partner orientation can be developed and form the basis 
for managerial guidelines on how to manage partner work.  
 
We have further contributed to the extant literature by demonstrating that partnership value has a strong 
impact on partner satisfaction. Therefore, we have provided empirical evidence for the antecedents of partner 
satisfaction.  
 
Our results have also shown that partnership effectiveness is the main driver for perceived value. Therefore, 
managers should pay great attention to the role of partnership effectiveness in the public sector context and more 
specifically the following: active policy development, positive contribution to partner objectives, and strategies. 
 
To conclude we have provided some limitations that offer opportunities for future research.  
 
Our study was conducted in a UK context. Future research might test the proposed model with data 
collected from another country and use the results of our research as a comparative benchmark. 
 
Second, our research did not test the model across different points in time, but explore how partner 
satisfaction can be enhanced over time is crucial in public sector contexts. Therefore, we suggest carrying out a 
longitudinal survey. 
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Finally, we have not integrated trust in our framework. Future research might try to examine the 
relationship of trust with partner satisfaction and perceived value.  
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APPENDIX  
 
Questionnaire items 
 
Complementarity of partners 
Actively listens to what others are suggesting (C-actively listens) 
Recognizes skills that others bring (C-recognizes skills) 
Builds strong personal contact (C-strong personal contact) 
Employees are effective in relationship work (C-effective relationship) 
 
Exchange between partners 
Shares information (Ex-shares info) 
Communicates effectively (Ex-communicates) 
Offers ideas to partners (Ex-offers ideas) 
 
Perception of integrity  
Honest about what they can achieve (In-honest) 
Consistent in terms of policy and inclusiveness (In-consistent policy) 
Sets and agrees shared objectives (In-sets objectives) 
Sets and agrees expected outcomes (In-sets outcomes) 
Sets and agrees on respective roles (In-sets roles) 
 
Partnership Effectiveness  
Plays an active role in delivering policy (Ef-plays active role) 
Positively contributes to the economy (Ef-positively contributes) 
Delivers against its strategy (Ef- delivers its strategy) 
 
Partnership Value 
Employees have relevant knowledge (V-relevant knowledge) 
Provides relevant added value to partners (V-added value) 
Provide value for money (V-VFM) 
 
Partner Satisfaction 
Overall satisfaction with the relationship you have with the organization 
How favorable is your overall opinion of the organization’s network 
